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Abstract:  The internet cause modern lifestyle underwent immense growth, even more 

online media has penetrated to the food business. This study aims to determine 

the impact of online customer review and online customer rating towards 

purchasing intention through consumer brand perception as an intervening 

variable. The population of this study was online food customers in Semarang 

city with 96 respondents. Data was taken from two sources, namely primary 

data and secondary data. This study used quantitative method. Sample was 

taken by using non-probability sampling technique with purposive sampling 

method. The collected data was analyzed using Structural Equation Modeling 

(SEM) with SmartPLS version 3.2 software. This study obtained several 

findings. First, online customer review and online customer rating had a 

significant effect on consumer brand perception. Second,  online customer 

review, online customer rating and consumer brand perception had a 

significant effect on purchasing intention. The mediation test showed that 

consumer brand perception variables can mediate between the effects of online 

customer reviews and online customer ratings on purchasing intention. 
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1. Introduction 

The current phenomenon shows that consumer buying interest has increased in shopping 

online, especially e-commerce which was aggressively promoting its services. Indonesia is 

one of the countries with the largest users of food delivery application services in Asia and 

even in the world, namely 74.4% which was the highest percentage in the world 

(katadata.co.id, 2021). Purchase intention is defined as a person’s tendency of being attracted 

to an item or service which is the beginning of a purchasing decision. To encourage a person 

has an interest in buying, it can be done in various ways, either by finding out the product by 

himself or obtaining information from community directly (Dama, 2016). 

Brand perception is one of several factors that determine a person's interest to purchase a 

product, therefore a good brand can provide a superiority which leads to consumer attitudes 

that can bring profit and sales performance for company (Suryani, 2013:75). Several factors 

that can impact customers’ interest in online purchase was based on the behavior of modern 
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consumers who tended to look at reviews and ratings on online food delivery partner 

applications. The study results from Ichsan et al., (2018) showed that online customer 

reviews had a positive and significant impact on purchasing intention. However, according to  

(Prabowo, et al., 2021), online customer reviews did not have a significant positive effect on 

purchasing intention. Consumers considered that positive or negative reviews in certain 

product did not affect consumer purchasing interest (Syah and Indriani, 2020). Furthermore, 

the results of Adriyanto's research (2023) showed that Consumer Brand Perception was able 

to mediate the relationship between online customer reviews and purchasing intentions, but 

these results still required further research towards online customer rating variables. 

Based on this phenomena and research gaps, researcher conducted a study with a title of  

"The Impact of Online Customer Reviews and Online Customer Ratings Towards Purchasing 

Intention through Consumer Brand Perception as an Intervening Variable". 

 

2. Research Method 

This study was an Explanatory Research. The population of this study was online food 

delivery consumers in Semarang city with 96 respondents. This study used non-probability 

sampling with purposive sampling method, namely the technique of determining the sample 

based on certain criteria. The criteria in this study were online food delivery consumers, at 

least 18 years old domiciled in the city of Semarang. Data was collected using primary data 

and secondary data, then it was analyzed using SmartPLS ver 3.2 software, while the 

empirical framework as follows: 

 

 

 

 

 

 

 

 

 

 

Figure 2.1 Empirical Research Framework 

 

3. Results and Discussion 

3.1. Results 
Data analysis was carried out to test the validity of each indicator and the reliability of the 

construct. The validity was measured by convergent validity, while construct reliability was 

measured by composite reliability. 

a. Validity Test 

Validity test was used to measure the validity of a questionnaire. It can be said that a 

questionnaire was valid if it can reveal something that would be measured by the 

questionnaire. This test was carried out using convergent validity in PLS. The convergent 

validity value of each indicator can be seen from the loading value. An individual 

indicator was considered valid if the loading value was above 0.70. However, in the 

development stage research, a loading factor of 0.50 to 0.60 was acceptable (Ghozali, 

2015). 
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Table 3 1 Results of Cross Loading 

 

Consumer Brand 

Perception 

Online Customer 

Rating 

Online Customer 

Review 

Purchasing 

Intention 

X1.1 
  

0,786 
 

X1.2 
  

0,845 
 

X1.3 
  

0,862 
 

X1.4 
  

0,773 
 

X2.1 
 

0,747 
  

X2.2 
 

0,921 
  

X2.3 
 

0,911 
  

X2.4 
 

0,819 
  

Y1.1 0,859 
   

Y1.2 0,888 
   

Y1.3 0,880 
   

Y2.1 
   

0,817 

Y2.2 
   

0,739 

Y2.3 
   

0,873 

Source: Data processing with PLS, 2023 

 

Table 3.1 shows that these conditions had been fulfilled so that all constructs in the 

estimated model met a good discriminant validity criterion, which means that the results 

of data analysis can be accepted because the values that described the relationship 

between constructs was developed. The discriminant validity also can be determined 

with the Square Root of Average Variance Extracted (AVE). The recommended value 

was above 0.5. The AVE values was described in this study: 

Table 3 2 Average Variance Extracted (AVE) 

Variable 
Average variance 

extracted (AVE) 
√AVE 

Consumer Brand Perception 0,767 0,875 

Online Customer Rating 0,727 0,852 

Online Customer Review 0,668 0,817 

Purchasing Intention 0,659 0,811 

                Source: Data processing with PLS, 2023 

 

Table 3.2 shows that the √AVE value is above 0.5 for all constructs in the research 

model, so it can be concluded that all indicators in this study were valid. 

b. Reability test 

The reliability test was carried out by considering the composite reliability value of the 

indicator block that measured the construct. Composite reliability results showed a 

satisfactory value if it was above 0.7. The following is the composite reliability value in 

the output: 

Tabel 3 3 Composite Reliability 

Variable Composite Reliability 

Consumer Brand Perception 0,908 

Online Customer Rating 0,914 
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Online Customer Review 0,889 

Purchasing Intention 0,852 

              Source: Data processing with PLS, 2023 

 

Table 3.3 shows the results of the composite reliability of each construct is above 

0.7. According to Chin (1998), the indicator have a good reliability if the value was 

above 0.70 and can be maintained and accepted at a value of 0.50 to 0.60. This study 

results showed that the values for all variables have a composite reliability value of > 

0.5, which means have a good reliability value and can be used for further research 

processes.  It can be said reliable if the indicators that used in research were in 

accordance with the real conditions of the research object. 

c. Inner Model Test 

After the estimated model fulfilled the Outer Model criteria, then the structural model 

(Inner model) was evaluated. The following is the Adjusted R-Square value in the 

construct: 

Table 3 4 Adjusted R-Square 

Variable Adjusted R-square 

Consumer Brand Perception 0,509 

Purchasing Intention 0,746 

                          Source: Data processing with PLS, 2023 

 

Table 3.4 shows that the value of the first Adjusted R-square in the construct 

variable Consumer Brand Perception (Y1) is 50.9%. This means that the Online 

Customer Review and Online Customer Rating variables can explain the construct of the 

Consumer Brand Perception variable of 50.9%, while the remaining 49.1% was 

explained by other variables. Second, the Adjusted R-square construct variable 

Purchasing Intention (Y2) is 74.6%. This means that the construct variables Online 

Customer Review, Online Customer Rating and Consumer Brand Perception were able 

to explain the construct variable Purchasing Intention (Y2) of 72.3%, while the 

remaining 25.4% was explained by other variables. 

d. Hypothesis testing 

Table 3 5  Hyppothesis 

 

Original 

Sample 

(O) 

Mean 

Sample 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDE|) 

P 

Val

ues 

Consumer Brand Perception -

> Purchasing Intention 
0,625 0,627 0,086 7,262 

0,00

0 

Online Customer Rating -> 

Consumer Brand Perception 
0,182 0,180 0,087 2,939 

0,01

8 

Online Customer Rating -> 

Purchasing Intention 
0,109 0,099 0,077 2,412 

0,03

9 

Online Customer Review -> 

Consumer Brand Perception 
0,712 0,709 0,060 11,896 

0,00

0 

Online Customer Review -> 

Purchasing Intention 
0,283 0,281 0,089 3,173 

0,00

2 

Source: Data processing with PLS, 2023 
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Data processing results can be seen in each hypothesis that has been proposed, namely: 

1. The Impact of Online Customer Reviews Towards Consumer Brand Perception 

Based on the results of the PLS test in table 3.5 on the first hypothesis, namely the 

impact of Online Customer Review (X1) towards Consumer Brand Perception (Y1), it 

can be perceived that the original sample estimate result was 0.712, t count value 

(11.896) > t table (2.00) and P value was0.000 <0.05. It shows that Online Customer 

Reviews have a significant positive effect on Consumer Brand Perception, which means 

that if the Online Customer Reviews was good, the Consumer Brand Perception would 

increase. 

2. The Impact of Online Customer Review towards Purchasing Intention 

Based on the results of the PLS test in table 3.5 on the second hypothesis, namely the 

impact of Online Customer Review (X1) towards Purchasing Intention (Y2), it can be 

perceived that the original sample estimate result was 0.283, the calculated t value 

(3.173) > t table (2.00) and the value P value was 0.002 <0.05. It shows that Online 

Customer Review has a significant effect on Purchasing Intention, which means that if 

the Online Customer Review was good, the Purchasing Intention would increase. 

3. The impact of Online Customer Rating towards Consumer Brand Perception 

Based on the results of the PLS test in table 3.5 on the third hypothesis, namely the 

impact of Online Customer Rating (X2) towards Consumer Brand Perception (Y1), it can 

be perceived that the original sample estimate result was 0.182, t count value (2.939) > t 

table (2.00) and P value was 0.018 <0.05. It shows that Online Customer Rating has a 

significant positive effect on Consumer Brand Perception, which means that if the Online 

Customer Rating was good, the Consumer Brand Perception would increase. 

4. The impact of Online Customer Rating towards Purchasing Intention 

Based on the results of the PLS test in table 3.5 on the fourth hypothesis, namely the 

influence of Online Customer Rating (X2) on Purchasing Intention (Y2), it can be 

perceived that the original sample estimate result was 0.109, the calculated t value 

(2.412) > t table (2.00) and the value P value was 0.039 <0.05. It shows that Online 

Customer Rating has a significant effect on Purchasing Intention, which means that if the 

Online Customer Rating was good, the Purchasing Intention would increase. 

5. The Impact of Consumer Brand Perception towards Purchasing Intention 

Based on the results of the PLS test in table 3.5 on the fifth hypothesis, namely 

Consumer Brand Perception (Y1) towards Purchasing Intention (Y2), It can be perceived 

that the original sample estimate result was 0.625, the t count (7.262) > t table (2.00) and 

the p value was 0.000 <0.05. It shows a significant and positive influence between the 

Consumer Brand Perception variable and Purchasing Intention, which means that if the 

Consumer Brand Perception was good, the Purchasing Intention would increase. 

Table 3 6 Direct and Indirect Impacts 

 
Original Sample (O) 

Mean 

Sample 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics (| 

O/STDEV |) 

P 

Val

ues 

Online Customer Rating -> Consumer 

Brand Perception -> Purchasing Intention 
0,251 0,231 0,056 2,108 

0,0

04 

Online Customer Review -> Consumer 

Brand Perception -> Purchasing Intention 
0,446 0,444 0,065 2,200 

0,0

00 

Source: Data processing with PLS, 2023 
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6. Impact of Online Customer Review towards Purchasing Intention mediated by 

Consumer Brand Perception. 

Based on table 3.6,  it can be seen that the indirect impact of the Online Customer 

Review variable towards Purchasing Intention through Consumer Brand Perception as a 

mediating variable with an original sample of estimate value of 0.446 t count (2.200) > 

statistical t value (2.00) and a p value of 0.000 <0.05. It can be concluded that the 

Consumer Brand Perception variable can mediate the relationship between Online 

Customer Review variables on Purchasing Intention. 

7. Indirect Impact of Online Customer Rating on Purchasing Intention mediated by 

Consumer Brand Perception. 

Based on table 3.6, it can be seen that the indirect impact of the Online Customer Rating 

variable on Purchasing Intention through Consumer Brand Perception as a mediating 

variable with an original sample of estimate value of 0.251 t count value (2.108) > 

statistical t value (2.00) and a p value of 0.004 <0.05. It can be concluded that the 

Consumer Brand Perception variable can mediate the relationship between the Online 

Customer Rating variable and Purchasing Intention. 

 

3.2. Discussion 
In the first hypothesis, if the online customer review was good, the consumer brand 

perception of online food delivery consumers in Semarang City would increase. Product 

reviews by previous consumers can provide sufficient information for potential consumers 

who will buy products. Consumers were selective in choosing food products, such as food 

taste, appearance of food and packaging. This review can be used by consumers as a 

reference to their perceptions towards online food delivery partners. Consumers need a good 

perception of the brand or product that they will buy, so that online customer reviews are 

meaningful in building consumer perceptions. The results of this study are in line with 

previous research which stated that online customer reviews have an effect on consumer 

brand perception (Auliya et al., 2017; Mo et al., 2015). 

In the second hypothesis, if the online customer review was good, the purchasing 

intention of online food delivery consumers in Semarang City would increase. Online 

Customer Review was a source of information that consumers used when they have an 

intention to buy a product. This online customer reviews were easy to access and can 

influence consumers in buying a food product. Online Customer Reviews were related to 

consumer buying interest (Purchasing Intention) because consumer review was one of several 

factors that determine the emergence of buying interest (Purchasing Intention). The results of 

this study are in line with previous research which stated that online customer reviews had a 

significant positive effect on purchasing intention (Damayanti, 2019; Hasrul et al., 2021). 

In the third hypothesis, if the online customer rating was good, the consumer brand 

perception of online food delivery consumers in Semarang City would increase. The rating on 

the online food delivery partner was a signal that provided information to consumers who 

would buy the product, if the rating on the online food delivery partner was high, this can 

indicate that sales at the online food delivery partner was good, which means that the taste of 

food was suitable with consumers. If the food store obtained more 5 stars, it means that the 

sales rating increased (Lackermair et al., 2013). The results of this study are in line with 

previous research which stated that online customer ratings had an effect on consumer brand 

perception (Auliya et al., 2017; Lackermair et al., 2013; Mukhopadhyay & Chung, 2015). 
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In the fourth hypothesis, if the online customer rating was good, the purchasing intention 

of online food delivery consumers in Semarang City would increase. Online Customer Rating 

was used by consumers as an information in buying a product. The rating on online food 

delivery partners showed the condition of online food delivery.  The location of rating which 

was easy to see becomes a sign for the online food delivery. Online Customer Rating has a 

relationship with consumer buying interest (Purchasing Intention) because consumers can use 

it to give feedback to sellers (Ardianti, 2019). The results of this study are in line with 

previous research which stated that online customer ratings had an effect on purchasing 

intention (Damayanti, 2019; Hasrul et al., 2021; Ichsan et al., 2018). 

In the fifth hypothesis, if the consumer brand perception was good, the purchasing 

intention of online food delivery consumers in Semarang City would increase. Building a 

good perception of a brand is a must. Consumer perceptions towards brands greatly influence 

consumer interest in buying products, both service, fashion and culinary products. This 

situation was also influenced by the existence of digital technology with the convenience of 

consumers in finding information related to the product. The information can be provided in 

the form of feedback between the consumer and the seller. The potential consumers can use 

the rating and response between the previous consumers and the seller to obtain an overview 

about the product. The results of this study are in line with previous research which stated 

that consumer brand perception had a significant positive effect on purchasing intention 

(Adriyanto et al., 2022; Alatas & Tabrani, 2018). 

In the sixth hypothesis, if the Online Customer Review mediated by Consumer Brand 

Perception, the Purchasing Intention would increase in online food delivery consumers in 

Semarang City. This shows that one of the factors that determine consumer buying interest 

(Purchasing Intention) was brand perception. Consumers perceive a brand based on the 

product reviews from other customers on the online food delivery partner. In the seventh 

hypothesis, if the online customer rating mediated by consumer brand perception was good, 

the purchasing intention of online food delivery consumers in Semarang City would increase. 

One of the factors that determine consumer buying interest (Purchasing Intention) was Online 

Customer Rating. Feedback from previous consumers to sellers was a source of information 

for potential consumers, in this case the rating given by consumers can lead to perceptions of 

brands. Consumer perceptions was based on the rating level from other consumers towards 

online food delivery partners. 

 

4. Conclusion 

Based on the analysis results, the following conclusions can be drawn: First, online customer 

review and online customer rating had a significant effect on consumer brand perception. 

Second, online customer review, online customer rating and consumer brand perception had a 

significant effect on purchasing intention. The results of the influence of the mediation test on 

consumer brand perception variables can mediate between the effects of online customer 

reviews and online customer ratings on purchasing intention. 

Several limitations to this research need to be acknowledged. First, this research was 

only covered online food delivery consumers in Semarang city, therefore the results cannot 

be generalized properly. Second, the respondents provided inconsistency answers, especially 

in open statements, so they were unable to provide a true picture of the actual conditions. 

Third, the results of this study obtained an Adjusted R-Square value for Consumer Brand 

Perception of 50.9%, which was still low, especially the variables that influence Consumer 

Brand Perception. 
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These findings provide the following insights for future research: First, it is needed to 

expand the area of research throughout Central Java. Second, it should be more careful in 

evaluating the respondents' answers before collecting the questionnaire. Third, it is interesting 

to develop Consumer Brand Perception by adding customer experience variables. 
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